To buy or not to buy 


Michele Airoldi - King 
GDC, San Francisco 
March 16 th , 2016 

































In-game 


Post-game 


140 


120 


100 

80 

60 

40 

20 


0 


Sales 


■ "Old" Extra Moves 



■ "Old" Extra Moves 
"New" Extra Moves 

■ Total 


800 


700 - 
600 - 
500 - 
400 - 
300 - 
200 - 
100 - 





1 


■ "Old" Extra M oves 
"New" Extra Moves 

■ Total 


0 


Sal es before 


Sales after 












Page 23 







Why do people buy? 
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So. ..Why do people buy? 


• Item s intrinsic purchase value (IPV) 

• Buyer disposition (BD) 

• Offer added value (OAD) 
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Now, you 













